This article reports on four independent studies of various types of marketing activities using the ethics scales developed by Reidenbach and Robin (1988; 1990). The purpose of these studies has been to test the scales using a variety of different marketing scenarios with different marketing practitioners. Such a scale, if capable of generalization, would prove useful for both researchers and marketing managers alike. For the former, these scales would provide a standardized tool for investigating marketing ethics while, for the latter, the scales would provide managerial guidelines for defining ethical behavior in marketing practice.
of these studies has been to test the scales using a variety of different marketing scenarios with different marketing practitioners. Such a scale, if capable of generalization, would prove useful for both researchers and marketing managers alike. For the former, these scales would provide a standardized tool for investigating marketing ethics while, for the latter, the scales would provide managerial guidelines for defining ethical behavior in marketing practice.
A brief description of the scales and the validation procedure they were subjected to appear in the next section, followed by a description of the methodology used in the current study, and an analysis of the results of the study. Finally, some suggestions for the further use of the scales for both academic researchers and practitioners are offered. Reidenbach and Robin (1988; 1990) developed the scales from normative moral philosophy. A brief review of five of the most accepted moral philosophies in the Western world used by these authors is provided in an appendix to this article. Reidenbach and Robin performed a content analysis of the different moral philosophies which produced a set of 33 items. These initial items were used to evaluate three different retailing scenarios developed by Dornoff and Tankersley (1975) . A preliminary analysis and distillation of the scales was used to remove the most obviously inappropriate items and resulted in the 33 items being reduced to 28. The remaining 28 items were further reduced over three subse-
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REIDENBACH, ROBIN, AND DAWSON quent studies using three different independent samples of retail managers to a list of eight items which is shown in Figure 1 . This scale refinement procedure followed closely the methodology outlined by Churchill (1979) . The eight items were used on a different sample of retailers which evaluated the three Domoff and Tankersley scenarios and were subjected to a variant of the multitraitmultimethod methodology. This variant is called the multitrait-multicontext approach and has precedence in the marketing research literature (Heeler and Ray 1972) . The MTMC analysis (1990) revealed a high degree of convergent validity but a lower level of discriminant validity between dimension 1 and dimension 2. This latter result, the authors suggest, may be due to the occasional but natural relationship between the two dimensions in question. Coefficient alphas for the measures ranged between .71 and 9 92 with an average coefficient alpha of. 8. These scores fall within traditionally acceptable boundaries.
The eight items were reduced to the same three factors shown in Figure 1 : a moral equity dimension comprised of the items, "fair," "just," "acceptable to my family," and "morally acceptable." The second factor, a relativistic dimension was composed of the items, "culturally acceptable" and "traditionally acceptable." The third factor was described as a contractualism dimension and was made up of the items, "does not violate an unwritten contract" and "does not violate an unspoken promise."
Reidenbach and Robin (1990) then correlated factor scores of the individual factors with an independent univariate measure of the ethics of the actions in the scenarios using an approach similar to that employed in the validation of the different multiattribute attitude models (e.g., Harrell and Bennett 1974; Wilson, Mathews, and Harvey 1975) .
These univariate measures were obtained using a seven point bipolar scale (ethical/unethical). Subsequent multiple correlations of the three factors when correlated against measures of behavioral intention indicated strong predictive ability. When compared to the correlations of the behavioral intent measure with the univariate ethics measure, the R2s were significantly higher (see Reidenbach and Robin 1990, p. 23) . Thus the scales evidenced a strong degree of validity and a high degree of reliability.
However, because the scales were developed and tested using just three scenarios, a question remained as to how applicable they were when used in a number of different situations. Moreover, the scales were developed using retail store managers, begging the question as to how applicable would they be if different types of marketers and marketing employees used them. The remainder of this article addresses the issue of situation and respondent specificity of the scales.
A METHODOLOGY FOR EXTENDING THE SCALES
Four independent studies of different types of marketers were undertaken. In one study questionnaires were sent to 250 retail managers. In the other three studies cooperation from associations of direct marketers, automobile dealers, and book representatives was obtained for individual participation. One hundred fifty two retail managers responded to the questionnaire while 70 automobile dealer salespeople, 70 direct marketers, and 160 sales representatives for a book company participated in the other three studies. Participation rates for each of the groups were high. Of the 
FIGURE 1 The Multidimensional Ethics Scale
